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approach to health care marketing and planning. Subjec- 
tive judgmenis of individuals and groups can be quantified 
by conjoint analysis to develop utilities for the levels of 
attributes of health care facilities and programs. An empir- 
ical study based on a sample of health care administrators 
is conducted to illustrate the proposed approach. 


MELTON, James. See Cogswell, Betty E. et al. 


MIAOULIS, George (1984), Guest Editorial: Where Marketing Strategies 
Begin?, 4:2 (Spring), 5-7. 

MIAOQULIS, George, Douglas C. ANDERSON, Peter J. LaPLACA, Judith 
P. GEDULDIG, Raymond H. GIESLER, and Steve WEST (1985), 
Special Section: A Model for Hospital Marketing Decision Pro- 
cesses and Relationships, 5:2 (Spring), 37-45. 


MIAOULIS, George and John BONAGURO (1981), Marketing Strate- 
gies in Health Education, 1:1 (Winter), 35-44. 

The field of health education should develop strategies 
which make preventive health palatable, desirable, and 
rewarding for the consumer. This article addresses a 
marketing approach to the health education process, 
which includes a needs assessment, the planning pro- 
cess, and the monitoring of consumer actions. A case 
Study is presented which integrates marketing and health 
education in a family planning agency, and illustrates how 
a marketing Strategies approach facilitates consumers’ 
transition from passive to active positive health behavior. 
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MIAOULIS, George. See also O'Brien, Victoria. 
MILLER, Connie M. See Delene, Linda M. 
MINNO, James R. See Sorce, Patricia et al. 


MINYARD, Karen (1983), Health Care Marketing Minicase: A Marketing 
Approach to Nurse Recruitment and Retention: OPT, 3:3 (Sum- 
mer), 53-58. 

MOORE, James R., Donaid W. ECKRICH, and Lorry Thompson 
CARLSON (1983), Selecting a Public Accounting Firm: A Hospital 
Study and Heuristic Model, 3:3 (Summer), 35-44. 

This study describes a systematic choice model for use by 
those persons in health care institutions charged with the 
task of evaluating and selecting a public accounting firm. 

MORRISSEY, Sue. See Froebe, Doris et al. 


MURPHY, Patrick E. (1982), Guest Editorial: Health Marketers Need to 
Reinforce Behavior Changes, 2:2 (Spring), 5-6. 


N 
NEAR, Raina. See Anderson, Douglas C. 


NELSON, Arthur A., Jr., Robert N. ZELNIO, and Carolyn E. BENO 
(1983), Clinical Pharmacy Services for the Chronically Ili Patient in 
the Community Practice Environment, 3:1 (Winter), 29-45. 

Pharmacists’ attitudes toward the marketing of clinical 
pharmaceutical services for ambulatory chronically ill pa- 
tients were analyzed. Levels of service currently provided, 
and self-perceived competency and willingness to per- 
form the services needed, were the focuses of a mail 
questionnaire sent to all practicing pharmacists in South 
Carolina. Results from a 66% return concluded that phar- 
macisis generally perceived themselves as competent and 
willing to perform expanded services without compensa- 
tion, yet they had failed to develop or market any innovative 
services. Pharmacists may not perceive a demand for 
these services or they may not know how to reposition their 
product as a patient care episode. 


NESLIN, Scott A. (1983), Designing New Outpatient Health Services: 
Linking Service Features to Subjective Consumer Perceptions, 3:3 
(Summer), 8-21. 

Planners of new outpatient health services deal with ob- 
jectively defined features, such as hours of operation and 
use of nurse practitioners, while consumers evaluate these 
services based on subjective perceptions, such as quality 
and convenience. This research uses a multivariate ap- 
proach to measure the relationships between features and 
perceptions, and illustrates how these measurements can 
be used to design new health services. 


NEUHAUS, Evelyn (1982), A Methodology for Determining the Market 
Feasibility of a Satellite Clinic, 2:3 (Summer), 31-38. 
This article describes a method by which a hospital can 
gather information to determine the feasibility of establish- 
ing a satellite clinic. The techniques include defining a 
service area, the determination of unmet demand, and the 
determination of attitudes toward the clinic by use of 
interviews with patients and service provider leaders. 
NEWMAN, Ray G. (1984), Health Care Marketing Minicase: A Conjoint 
Anaysis in Outpatient Clinic Preferences, 4:1 (Winter), 41-49. 


NOVELLI, William D. (1983), Guest Editorial: Marketing: (How) Is It 
Working?, 3:4 (Fall), 5—7. 


O'BRIEN, Victoria and George MIAOULIS (1984), Health Care Market- 
ing Minicase: Marketing the Health Protection Plan, 4:3 (Summer), 
45-53. 

O'CONNOR, Christopher Patrick (1982), Why Marketing Isn't Working 
in the Health Care Arena, 2:1 (Winter), 31-36. 

Those who advocate marketing as a solution to problems 
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which hospitals face have overstated their case. Only a 
small portior: of marketing as an academic discipline has 
been applied to the hospital field, and certain chare\cteris- 
tics of the industry preclude extensive application of mar- 
keting principles. Although a market driven approach may 
be appropriate for certain consumer products, marketing 
is generally not the most important business activity for 
hospital management. Careful analysis of local conditions 
will indicate which activities truly are critical for successful 
hospital management. 
O'CONNOR, Christopher Patrick (1983), Response to Commentaries 
On...” Why Marketing Isn't Working in the Health Care Arena,” 3:1 
(Winter), 63-64. 


OULHEN, Herve. See Wotruba, Thomas R. et al. 
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PAUL, Terry and John WONG (1984), The Retailing of Health Care, 4:4 
(Fall), 23-34. 

A number of striking parallels between recent develop- 
ments in health care marketing and changes in the retailing 
industry exist. The authors have compared retailing para- 
digms to the area of health care marketing so strategists in 
hospitals and other health care institutions can gain insight 
from these parallels. Many of the same economic, demo- 
graphic, technological, and lifestyle forces may be at work 
in both the health care and retail markets. While the 
services or products offered in health care are radically 
different from those of conventional retail markets, the 
manner in which the products and services are positioned, 
priced, or distributed is surprisingly similar. 

PAWLUSH, George G. (1981), Health Care Marketing Minicase: NPW 
Medical Center Utilizes a Public Relations and Marketing Mix to 
Gain Acceptance, 1:4 (Fall), 49-52. 

PETERS, Michael P. See Hisrich, Robert D. 


PORTER, H. Leonard, Ill (1982), Health Care Marketing Minicase: 
Roger C. Peace institute of Rehabilitative Medicine: Marketing 
Promotional Pian, 2:3 (Summer), 60-63. 
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QUARESHI, Zahir A., Mushtaq LUQMANI, and Nalini MALHOTRA 
(1983), Brands or Generics: The Dilemma of Pharmaceutical 
Marketing in a Developing Country, 3:4 (Fall), 27-37. 

A significant issue in pharmaceutical marketing in many 
developing countries is whether drugs should be sold by 
generic or brand names. In Pakistan legislation prohibited 
the sale of brand name drugs in order to increase price 
competition and strengthen the market position of indige- 
nous manufacturers io compete against multinationals. 
However, the government's objectives were not achieved. 
The Pakistan case has implications for multinational firms 
and for other developing countries in similar situations. 
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RAO, C. P. See Cochran, Daniel S.; Hawes, John M. 


RAZZOUK, Nabil Y. and Stephen W. aon (1984), The Distinctive 
Marketing Roles of Physician Office Managers and Staff, 4:2 
(Spring), 9-18. 

In their roles as public contact personnel in health care 
marketing, physician office managers are involved in com- 
municative relationships with patients. Such relationships 
underscore the importance of researching these individu- 
als in their roles of producers, promoters, and agents of 
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health care services. The nature of these roles is investi- 
gated. 


REARDON, Timothy. See Gregory, Douglas et al. 


REESE, Richard M., Wilbur W. STANTON, and James DALEY (1982), 
Identifying Market Segments within a Health Care Delivery System: 
A Two-Stage Methodology, 2:3 (Summer), 10-23. 
This study extends hospital marketing research by devel- 
oping and applying a two-state methodology for identifying 
health care market segments. Consumer psychographic 
measures relative to health/medical services and at- 
titudinal dimensions are analyzed to determine homoge- 
neous groupings in a rural setting, given respondent 
evaluations of specific hospital stimuli. 
ROBINSON, Larry (1983), Guest Editorial: Marketing Hyperopia, 3:2 
(Spring), 5-7. 
ROBINSON, Larry M. and Philip D. COOPER (1981), Roadblocks to 
Hospital Marketing, 1:1 (Winter), 18-24. 
Marketing is a much discussed topic among hospital 
administrators. Yet, the available evidence suggests that 
four hospitals have developed and implemented marketing 
strategies. This article addresses several issues which 
combine to hinder the hospital administrator from adoption 
of marketing philosophy and practice. Recommendations 
are suggested which might enhance the acceptance of 
marketing as a management too! for hospitals. 
ROBINSON, Larry. See aiso Bauer, Deborah; Cooper, Philip D. et al. 


RODGERS, William C. (1982), Improving and Expanding Dental Patient 
Care: A Market Research Perspective, 2:4 (Fall), 34-40. 

A recent study involving the attitudes and views of adult 
heads of households toward dentists and dental services 
is reported. Findings that suggest ways to improve patient 
care and expand dental practices are discussed. Particu- 
lar focus is given to the needs of patients, communication 
with patients, and the trust and ability to be open and 
informative regarding patient care and needs. The impor- 
tance of market research as an aid to dental practitioners 
is stressed. 


ROMANI, John H. (1981), Guest Editorial: A Marketing Triumph, 1:2 
(Spring), 5-6. 

ROSKO, Michael D., Michael DeVITA, William F. McKENNA, and 
Lawrence R. WALKER (1985), Strategic Marketing Applications of 
Conjoint Analysis, 5:4 (Fall), 27-38. 

The purpose of this article is to demonstrate how data from 
a conjoint analysis study can be used to help determine 
the most appropriate marketing mix for an operational 
HMO which is entering a new market—the geriatric popu- 
lation. Included are two features that are absent in previous 
articies on health care applications of conjoint analysis: (1) 
external validation of results, and (2) a demonstration of 
how conjoint analysis can be used to simulate market 
responses to changes in the provider's marketing mix. 

RUDELIUS, Albert |. See Hartzema, Abraham G. et al. 

RUTSOHN, Phillip. See Minyard, Karen. 


SALVATORE, Tony (1984), Competitor Analysis in Health Care Market- 
ing, 4:4 (Fall), 11-16. 
Health care providers increasingly are relying upon mar- 
keting as a means of overcoming growing competition. 
Competition oriented marketing necessitates a compre- 
hensive analysis of the competitive setting, a task which 
the health care marketing literature has generally given 
little attention. Herein the concept, perspective, and tools 
of competitor analysis are borrowed from strategic plan- 
ning and adapted for use in health care marketing. 
SANCHEZ, Peter M. (1981), Improving Marketing Practice in the Health 
Care Field, 1:4 {Fall), 18-24. 


As the health care industry moves toward a greater imple- 
mentation of marketing techniques, it is likely to repeat 
many of the marketing mistakes made by businesses over 
the years. This article explores some of the more common 
mistakes that have occurred in the profit sector in an 
attempt to stimulate a need among health care profession- 
als for a greater understanding of the use and practice of 
marketing. 
SANCHEZ, Peter M. (1983), Commentary On . . . Marketing in the 
Health Care Arena: Some Comments on O'Connor's Evaluation of 
the Discipline, 3:1 (Winter), 57-62. 


SANCHEZ, Peter M. (1984), Special Section: Health Care Marketing at 
the Crossroads, 4:2 (Spring), 37-43. 


SANCHEZ, Peter M. (1984), Guest Editorial: On the Development of 
Marketing Skills, 4:3 (Summer), 5-6. 


SAWYER, Jesse C. See Swan, John E. et al. 
SAYWEiL, Robert M., Jr. See Ludke, Robert L. et al. 


SCAMMON, Debra L. and Lon KENNARD (1983), Improving Health 
Care Strategy Planning through Assessment of Perceptions of 
Consumers, Providers, and Administrators, 3:4 (Fall), 9-17. 

Perceptions of consumers, health care administrators, and 
physicians regarding health care providers are analyzed. 
Ratings on 26 dimensions of health care services were 
obtained from members of the three participant groups, 
using measures of image and satisfaction of both physi- 
cians in general and of specific physicians. Discriminant 
analysis reveals significantly different perceptions of the 
health care system among the three groups of respon- 
dents. These differences suggest some changes in health 
care administration which could lead to increased con- 
sumer satisfaction and competitive advantages for physi- 
cians and health care institutions. 


SCHERMERHORN, John R., Jr. See Fottler, Myron D. et al. 


SCOTT, Terence J. (1983), Health Care Marketing Minicase: Marketing 
Study Interviews: A Case Study, 3:4 (Fall), 53-57. 


SENCER, David J. (1981), Commentary On . . . Social Marketing, 1:3 
(Summer), 51-52. 


SHAHADY, Edward J. See Cogswell, Betty E. et al. 
SHIELDS, Lisa A. See McDevitt, Paul K. 


SMITH, Mickey C. (1985), Contents of Hospital Advertisements in the 
Yellow Pages, 5:2 (Spring), 29-36. 

Yellow pages advertisements of 252 hospitals in 13 geo- 
graphically separated metropolitan areas are content an- 
alyzed. Nearly 2,000 content items are classified into 13 
categories, and approximately 60% of them deal with 
specific hospital services. Discrepancies between some of 
the hospitals’ advertisement contents and previously iden- 
tified hospital attributes favored by consumers are discov- 
ered. Recommendations regarding hospitals’ use of this 
promotional media are made. 


SMITH, Sharon and Joe TAYLOR (1984), Health Care Marketing 
Minicase: Market Identification and Hospital Cost Containment: A 
Comparison of Revenue Contribution to Utilization of Strategic 
Business Units, 4:4 (Fall), 43-48. 

SORCE, Patricia, Philip R. TYLER, and James R. MINNO (1985), 
Minicase: Marketing Your Organization to the Health Services 
Volunteer, 5:3 (Summer), 55-63. 

STANTON, Wilbur W. See Reese, Richard M. et al. 

STEIBER, Steven R. See Boscarino, Joseph. 

STUTTS, Mary Ann. See Low, Debra et al. 


SULLIVAN, Gary L. (1984), Role of Referent Selection in Primary Care 
Provider Choice and Satisfaction, 4:3 (Summer), 27-36. 

This study reports the results of a large scale mail survey 

designed to identify and assess the sources of influence 

used in choosing primary medical care providers. Distinc- 

tive referent utilization patterns were identified for particu- 

lar demographically defined market segments. Addition- 
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ally, patient satisfaction with primary care providers was 
shown to be related to referent selection preferences. 


SULLIVAN, Gary L. and Mary L. JOYCE (1981), The Impact of Preven- 
tive Health Education Programs on Beliefs, Attitudes, and Behavior 
Intentions: An Experimental Investigation of a Breast Self- 
Examination Program, 1:3 (Summer), 32-43. 

Increased preventive health behavior on the part of the 
population should lead to a decreased dependence on 
certain health care services. An ongoing, statewide breast 
self-examination educational program is examined to 
determine its effectiveness in altering consumer beliefs, 
attitudes, and intentions about the monthly breast self- 
examination. The results of this exploratory study question 
the efficacy of current preventive health education pro- 
grams. . 


SWAN, John E., Jesse C. SAWYER, Joseph G. VAN MATRE, and Gail 
McGEE (1985), Deepening the Understanding of Hospital Patient 
Satisfaction: Fulfillment and Equity Effects, 5:3 (Summer), 7-18. 

Patient satisfaction surveys are widely used tools. How- 
ever, they provide limited managerial information. Addi- 
tional useful insights can be gained by analyzing factors 
that determine satisfaction. This study reports on fulfillment 
of expectations, equity, and satisfaction survey items as 
predictors of overall satisfaction with and intentions to use 
a hospital. 
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Many Physicians and Dentists, 5:4 (Fall), 5-6. 
TINSLEY, Dillard B. See Fugate, Douglas L. 


TOOTELIAN, Dennis H., Ralph M. GAEDEKE, and Carl L. GORDON 
(1984), Marketing for Public Aid Recipients: An Examination of 
Pharmacy Profitability, 4:4 (Fall), 17-21. 


Massive purchasing power, geographic outreach, and 
defined buying methods often make public aid recipients 
an attractive target market for pharmacies. Yet, one must 
question how profitable such a target might be. This study 
shows that pharmacy profit levels for public aid recipients 
below those earned in marketing to the private pay patients 
may result in hidden benefits. 


TUCKER, Francis Gaither and James B. TUCKER (1985), An Evaluation 
of Patient Satisfaction and Level of Physician Training, 5:3 (Sum- 
mer), 31-38. 

A study evaluating patients’ degrees of satisfaction with 
physicians holding varying levels of medical training in 
similar practice settings was conducted. Results revealed 
that there were more satisfied patients relative to physi- 
cians who were more completely trained only on questions 
relating to the accessibility of health care. Since the most 
highly trained physician group had a different practice 
ambiance, it is concluded that level of physician training 
and degree of patient satisfaction are not related. Implica- 
tions for health care marketing are discussed. 
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WALTERS, Michael J. and Joan FERRANTE-WALLACE (1985), Lessons 
pg Nonresponse in a Consumer Market Survey, 5:1 (Winter), 
17-28. 

Although consumer surveys performed by outside organi- 
zations are a vital marketing tool in health care, hospital 
managements must be concerned with the sampling pro- 
cess. Failure to recontact those survey respondents who 
initially refused to respond introduces serious biases into 
the results. Actual date show that consumer preferences 
for specific hospitals changed when initial nonrespondents 
were included in the semple. 


WELLS, James A. See Griffith, Mary Jane. 
WERTHEIMER, Albert |. See Hartzema, Abraham G. et al. 


WEST, Steven (1983), Guest Editorial: Call for Middle Ground, 3:1 
(Winter), 5-6. 
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WHITTINGTON, F. Brown, Jr. See Cooper, Philip D. et al. 
WILLIANiS, James G. See Woods, John R. 


WILSON, Terry C. (1984), Special Section: Computer Use in Long-Term 
Health Care Facilities, 4:4 (Fall), 35-41. 


WONG, John. See Fottler, Myron D. et al.; Paul, Terry. 


WOODS, John R. and James G. WILLIAMS (1981), Factors Influencing 
Physician Referral and Satisfaction, 1:3 (Summer), 8-19. 


Physicians residing within a 34-county Central Indiana 
area were surveyed in order to analyze variables that 
influence both referral decisions and physician satisfaction 
with referral hospitals. Postgraduate training and location 
of practice strongly influenced physician referrals. A factor 
analysis revealed four underlying dimensions of satisfac- 
tion with referral hospitals. Correlations were examined 
between these four dimensions and referral frequency. 
Three specific steps which hospitals can take in an effort to 
increase referrals are discussed. 


WOODSIDE, Arch G. (1985), Guest Editorial: Achieving Excellence in 
Health Care Marketing: The Need to Measure Impact, 5:2 (Spring), 
5-7. 


WOTRUBA, Thomas R., Robert W. HAAS, and Harold W. HARTMAN 
(1982), Targeting a Hospital's Marketing Efforts to Physicians’ 
Needs, 2:3 (Summer), 46-56. 

This article describes a planning tool, the physician prac- 
tice life cycle, to guide a hospital’s marketing efforts 
directed at its physician market. This tool explains how 
effective marketing programs can be related to each stage 
of this cycle. After determining what types of physicians 
are desired as staff members to improve hospital utiliza- 
tion, the hospital administrator can then use the tool to 
understand what marketing efforts should be implemented 
to attract and keep those physicians, and why such efforts 
will work. 


WOTRUBA, Thomas R., Robert W. HAAS, and Herve OULHEN (1985), 
Marketing Factors Affecting Physician Choice as Related to Con- 
sumers'’ Extent of Use and Attitude toward Use of Physician 
Services, 5:4 (Fall), 7-18. 

This study explores the relationship between predisposi- 
tion toward, and the extent of actual use of, physician 
services. Factors in a physician's marketing offering most 
important to consumers in various predisposition and use 
categories are identified, along with their demographic 
differences, and marketing strategy implications are noted. 
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